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Standing In for John

ÅJohn could not make it

Å²ŜΩƭƭ ǘǊȅ ǘƻ ŀƴǎǿŜǊ ǉǳŜǎǘƛƻƴǎΣ ōǳǘΧ

Å²ŜΩƭƭ ŘŜŦŜǊ ǎƻƳŜ ǉǳŜǎǘƛƻƴǎ ŀƴŘ ƎŜǘ ōŀŎƪ ǘƻ 
you afterwards

ÅTerminology

ï#define Test Experiment
Test is many orgs means QA organization



Outline

ÅWhy Test Online ς²ƘŀǘΩǎ ǿǊƻƴƎΚ

ÅTypes of Online Problems to be tested

ÅDeciding What to test

ÅOnline Tools for Testing 

ÅTypes of GWO Online tests

ÅIs It Worth It?



Why Test Online?

Is There Even a Problem?

You BET!

Many sorts of web site problems can be fixed 
ǿƛǘƘ ŜȄǇŜǊƛŜƴŎŜΧ

ΧŀƴŘ ǘƘƻǎŜ ǘƘŀǘ ŎŀƴƴƻǘΣ Ŏŀƴ ōŜ ŦƛȄŜŘ ǿƛǘƘ 
testing.



No Scent = Lost Persuasive Momentum 

Studying drop -off data indicates that would-be customers visiting a site lose the 
ǊŜƭŜǾŀƴǘ άǎŎŜƴǘέ ƻŦ ǿƘŀǘ Ǉǳǘ ǘƘŜƳ ƻƴ ǘƘŜ ǘǊŀƛƭ ǘƻ ȅƻǳǊ ǎƛǘŜΤ ǿƛǘƘƻǳǘ ǘƘŀǘ ǎŎŜƴǘ ǘƘŜȅ 
are unmotivated to go on.

Drop off after:
1 page view  9.52%
2 page views 54.60%
3 page views 16.56%

Based on a sample of 2 million visitors
(source: OnStat.com, March 2004)
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4 or more

19.32%

Page views Drop-off Cumulativ

e

1 page view 9.52% 9.52%

2 page views 54.60% 64.12%

3 page views 16.56% 80.68%

Data source: OnStat.com, March 

2004
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A Friendly 

Purchaseé

Common Late-Funnel Problem:

Flow From Page to Page



éWith an 

Unfriendly 

Shopping 

Cart



Common Late-Funnel Problem:

Perception of Time Needed



Not That Long ςLǘΩǎ !ƭƭ !ōƻǳǘ tŜǊŎŜǇǘƛƻƴ


